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CO-OPERATIVE MARKETING AND PURCHASING ASSOCTATIONS, 1930 


INTRODUCTION 


In order to determine the extent of co-operative trading in Canada, both in 
the marketing of agricultural and other products and in the purchasing and distribu- 
tion of merchandise and supplies, all co-operative organizations engaged in buying or 
selling were included in the 1950 Gensus of Merchandising and Service Establishments, 
whether or not they maintained special premises for the conduct of such business and 
no matter how’small the volume of their sales. This report does not cover the full 
range of co-operative activities, which embrace the extending of credit, bargaining 
as to price, community halls, grazing, cow-testing, stock-raising, etc., but is con- 
fined to the trading done by those organizations whose function is wholly, or in part, 
the marketing of products for their members or the purchasing and distribution of 
merchandise and supplies. 


| 
TYPES OF CO-OPERATIVES | 
Marketing Associations | 


From the reports made by co-operative organizations, it was possible to dis- 
tinguish four distinct types of co-operative marketing associations: the local associa 
tion, the federation of local units, the large-scale centralized association, and the - 
terminal market sales agency. | 


Local Associations 


The local association is composed of growers or producers in one district of 
locality, and may operate entirely independently of any central association or agency, 
or it may have membership in, or be affiliated with, a central association or agency, 
marketing part or all of its products through the central office. To determine the — 
value of products marketed co-operatively, in those cases where a local association 
marketed its products exclusively through a central marketing association orj sales 
agency, the sales made by the central only have been taken as the sales of the central 
jnelnde ell products shipped to it by its local associations; in this way, no dupli- 
cation in marketing figures occurs and only actual sales are taken. Where, however, é 
loeal association did not market its products entirely through a central agency, those 
sales made through other channels have been included. 


Federations of Local Units 


The federated type of co-operative might be termed "an association of assoc. 
jations". It is composed of local marketing associations which have affiliated in tht 
formation of a joint selling agency. Generally, the member units undertake the 
assembling of products and delegate to the central organization the function of selli 
with its related services. 


Large-Scale Centralized Associations 


The large-scale centralized association differs only from the local associa 
tion in that, whereas the local association confines its activities to the area aroun 
a single shipping point, the large-scale association operates over 4 large territory. 

| 
' 


one 


t combines all the services of the local unit and the federated type - assembling, 
orting, grading, packing, shipping and marketing, and, in some cases, conducting 
elling campaigns with the object of increasing demand for the particular product 
andled. 


Terminal Market Sales Agencies 


Terminal market sales agencies are generally located in central markets 
and function much the same as commission merchants. 


In this report, federations of local units, large-scale centralized assoc- 
tations and terminal market sales agencies have all been grouped under the classifi-~ 
cation of "central associations". 


PURCHASING ASSOCIATIONS 


Marketing and Purchasing Associations 


A number of local marketing associations, in addition to selling tne pro- 
ducts of their members, purchased supplies, such as flour, feed, seeds, coal, binder 
twine, fertilizer, insecticides, packing materials, etc., and with some of the cen- 
tral associations the buying and selling of supplies was an important side-line 
activity. Many local associations marketing through a central agency bought supplies 
for their members where the central did not enter the purchasing field. A small 
amount of purchasing of supplies was also done by co-operatively owned or controlled 
creameries and cheese factories, and by associations engaged in processing or manu- 
facturing. 


Purchasing Associations 


In addition to the co-operative marketing associations which also engaged 
in the purchase and sale of supplies, there were 2 number of associations which were 
strictly purchasing only. These included central asscciations buying and re-selling, 
either at wholesale or at retail, such suppiies as fertilizers, coal, gasoline, oil, 
binder twine, general merchandise, etc., as woli as local associations. Many of the 
local associations were affiliated with a central organization, either for the pur- 
pose of disposing of their products or the purchasing of supplies. If they did not 
actually do any selling of pivcucus inemselves, but purchased supplies, they have been 
placed in the purchasing givup. The independent associations incinde local organiza-— 
tions of farmers and producers which purchased supplies and merchandise, either by 
the pooling of their requirements, many ot them utilizing existing organizations such 
as agricnitural societies and tarmers! institutes, or throvgh the operation of retail 
“stores. In addition, there are students’ associations and consumers! co-operative 
societies. 


OLASSIFICATION OF ASSOCTATIONS 


bssocietions have been classified in three ways: (1) according to function 
performed, (2) according to type, and (4), according to commodity handled. 


Function.-~ Assuciativous have been divided into groups according to the 
function performed ~ marketing, purchasing, processing and manufacturing. 
In the marketing group are the independent local associations, those local 


and provincial units of a central marketing association or sales agency which did 
not. market. exclusively through the central but sold partly through other channels, 


aa ue 


and the central association or sales agency itself. Many of these associations also 
handled supplies, but, if their chief function was that of marketing, they have been 
placed in the marketing group. 


The purchasing group includes all local associations of farmers and produc 
ers, whether affiliated with a central organization or independent, which handled 
merchandise and supplies; consumers’ co-operative societiess and central purchasing 
associations or agencies. Associations. providing such services as weighing, threshi 
seed.cleaning, chicken hatching, etc., were so few that they have been included wita 
the purchasing: associations. 


The processing or manufacturing group includes all co-operative associatio 
engaged in the canning. and preserving of meats, fish and fruits, in manufacturing. sut 
products as brooms, bricks, and cigars, and in operating saw-mills, flour and grist 
mills, and bakeries... Co-operatively owned or controlled creameries and cheese factor 
ies, while they have been brought under this group, are treated separately. 


Type.- Associations have also been grouped according to type — the indepen- 
uent local association. having no connection. with any central association or. agency, 
the local association affiliated with a central marketing or purchasing apeoct sere n 7 
and the central marketing or. purchasing association or agency. 


Commodity.~- In addition :to being classified.according to function and. type, 
marketing associations have also been grouped according to commodity- handled, viz.: — 


Dairy products (This group. includes only central sales agencies marketing 
butter and cheese, and associations for distributing milk. 
Co--operatively owned and controlled creameries and cheese 
factories are dealt with. separately .) 


Fish and fish products 
Fruits and vegetables 
Grain 

Honey and maple products 
Livestock 


Mixed products (This group includes those local and central associations 
which handled a number of unrelated products, which could 
not properly be allocated to any one particular commodity 
group.) 

Poultry and. eggs 

Tobacco 

Wool and furs 


Other (This group ineludes associations handling products not 
included in the above named commodity groups, as seeds, 
feed, wood, etc,) 


ay ae 
CO-OPERATIVE “ASSOCIATIONS IN 1950 


MARKETING AND PURCHASING ASSOCIATIONS 
Number of Associations 


In 1930, there were 1,256 co-operative associations directly engaged’ in the 
selling of agricultural and other products and in the buying and selling of merchan- 
-dise and supplies. The number of associations engaged exclusively in marketing was 71, 
27 of which were centrals and 44 locals; the number of marketing associations alsa 
handling supplies was 143, 28 of which were centrals and 115 locals; and the number 
of purchasing associations was 1,042, 11. of which were centrals and 1,081 locals; 
central associations numbering 66, and local associations 1,190. Ontario and British 
Columbia led in number of central associations, each with 14, all of which were market— 
ing or marketing and purchasing. The location of these associations is shown in Table 
d's 


Table 1. 


Number of Co-Operative Associations According to Type and Function, 


by Provinces, 1950 
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Marketing and 


Province(1) Mors eo pe NPM rorihasing ye ee ai 
ee: Gentral | Local | Central | Local | Central| Local _ 

ee ee | VE Se ee 

Prince Edward Island L a3 

Hove SCOUIG c0s.0+ 2 2 

New Brunswick 3... é ~ 

Quebec <eaw-cvscecven 2 j 

lk 75 Sgt ie gene a rf 19 

Manitoba .coccce0e 4 re 

Saskatchewan 2... S B 

Alberta cececcoove 1 8 

British Columbia . 6 
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(1) In the case of a central association whose operations extended over more than one 
province, such association has been allocated to the province in which the head 
office was Located. 


(2) Includes a number of local affiliates of central organizations which, in addition 
to purchasing supplies, also disposed of their products through the central assoc- 
jiation, but, as they did not actually engage in the selling of their products, they 
have been placed in the purchasing group» 


Amount, of Business 


The amount of business done by the 1,256 marketing and purchasing, associa- 
tions amounted to $231,819,273 for sales of products, and to $26,714,112 for sales of 
merchandise and supplies, as shown in Table é@. Sales of products by central associa~ 
tions amounted to $227,046,134, or 97.9 per cent of the total sales by all marketing 
associations, Merchandise and supply sales inelude both wholesale and retail sales, 
$4,272,569 representing wholesale sales and $22,441,743 retail sales. With the local 
associations, sales of merchandise and supplies are shown to be largest, most of their 
marketing having been done through the central associations. In this table, the sales 
of those associations whose function was marketing only, those both marketing and 
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purchasing, and those purchasing only, is shown by provinces. The sales of a terminal 
market sales agency, whose operations extended over more than one province, have been 
credited to the province in which the head office of the agency was located. Manitoba 
shows the largest volume of business done by central associations in the marketing of 
products, the sales of which totalled $184,333,687. This is largely due to the fact 
that the head offices of four large terminal market sales agencies, two of which mar~ 
keted grain, were located in that province: . 


The amount of business done by associations in the different commodity 
groups is shown in Table 3. Affiliates of a central association have been placed in 
the same group as the central. In marketing, the grain group led in volume of sales, 
which totalled $173,877,878, the mixed products group, with sales of $20,839,425, 
occupying second place. 


Table 3. 
Sales by Co-Operative Associations, by Commodity Groups, Canada, 1950 
4 


a I a“ 
SS = = = Se 


Commodity Group 


(Not synonymous with Value of Sales 


commodities handled) Products _ 
| $ 
Dairy products ceosccsccccesscccev0ee 5,452,471 3,504 
Fish and fish products oscoscccccvce 209,618 28,455 
Fruits and vegetables s.cccescccevce 9,476,854 £812,652 
aT LSE s S5Sidl aig, ola'e/ SOS a, SEIS ai dle oe ales 173,877,878 1, 7955767 
Honey and maple products oe.osseoceee 1,450,895 $2,971 
AWESLOCK oo csc cssocesdsces eco cieeewse 14,614,836 976,116 
Mixed products ccssccorcscececvescce 20,839,425 4,428,482 
Poultry and @8£5 ccococceseveervcecoce 5,539,243 29e, 699 
MOMCOU Gs wa cid.gc'e bles a's 616.8 0:6 hielo oleleleiale 6 at ,898 17,000 


Wool and furs 9eee GeOoBBOHO02G SF 4GL7H HHT 9D | Gate | 4,751, /02 | 94,774 
Other Q@eao0g0e 000978 008200009000 OTF X OO O ah ee Sor 5e89 282,576 
Merchandise eor7rQoe00o0e OM9GdaoOeeHwTBPO oH Ye $0 Of ere: | 700 Li G41 i | 29 ,9€9, 516 
eo [ara ea 
: Total e©ovro0veet oseov0gcre~n0sT a0 595+4° ode 0 <2 1,208 231,819,273 26,714,112 
(1) Wholesale sales, $4,272,569; retail sales, $22,441,745. 
A breakdown of sates hy the marketing and purchasing asccciations, by pro- 


ducts, shows grain sales to be the highest - $174,182,701, br 75 per cent of the 
total. Livestock sales, which totalled $26,563,901, were second. 


Merchandise and supniies were handled mostly by local asscciations. The 
greatest volume of business in merchandise by local associations was done in Ontario. 
Co-operative retail stores numbered 275, with sales amounting to $15,201,146, or 
approximately 66 per cent of the total retail sales. There were 29 doing a business 
of $100,000 and over. General stores numbered 204, Ontario, with 70 retail stores 
and sales of $4,740,247, icd in both number of stores and amount of business. 


In addition to the aheve sales, products such as livestock, poultry and 
eggs to the vaiue ot $161,220, and supplies to the value of $439,408, were handled by 
associations engaged in processing and manufacturing, and co~-operatively owned or 
controlled creameries and cheese factories. 


eats 


ASSULTATLUNS ENGAGED TN PROCESSING AND MANUFACTURING 


There wore 54 assoctetions engaged exclusively in operating bakeries, can- 
ning factories, flour and grist mills, etc.; their sales of finished products 
totalled $1,853,073. The canning group accounted for practically 73 per cent of thi; 
amount, in atvition, bakeries were operated by 6 associations in the purchasing 
Ercup, ana 9 small amcunt vf canning and preserving done by 3 associations in the 
marketing group, the sales of the finished products of these 9 associations amopntin 
to $202,842. . 


CO~OPERATIVELY OWNED AND CONTROLLED CREAMERIES AND CHEESE FACTORIES 


Creameries and cheese factories, either entirely owned and operated by co— 
operative associations or controlled by the patrons, numbered 546, 3501 being cream- 
eries, 224 cheese factories, and 21 combined. Total sales of dairy products by thes 
creameries and cheese factories amounted to $22,853,718. Of the 546 creameries and 
cheese factories, 298, or slightly more than half, were situated in Quebec. 


Employees 


Many co-operative associations had no paid employees, their officers giving 
voluntarily what services were required. In some cases, such officers received a 
small honorarium, and in others were paid a commission based on the value of products 
or supplies handled. Some fruit associations employed part-time help in the fruit 
season for picking, sorting and packing, and some livestock shipping clubs employed ~ 
help when shipping livestock. In no way could they be considered regular employees 
and, therefore, they have not been included in this report, With central marketing 
and purchasing associations and co-operative retail stores, however, the situation ig 
different. With few exceptions, permanent employees were retained. Employment 
statistics of such associations have been included in the tables, 


CO-OPERATIVE MARKETING 


Co-operative marketing associations, as stated earlier in this report, com 
prise four distinct types - the local association, the federation of local units, the 
large-scale centralized association, and the terminal market sales agency. In order’ 
to avoid a duplication of figures, when products were marketed by a local association 
through a central association the sales of the central association or agency only 
have been taken. There were cases, however, where a local association did not market 
its products exclusively through the central; those sales, therefore, made through 
other channels have been included. 


The total value of products marketed co~-operatively was $231 ,980,493. This 
amount includes sales of products by central associations and agencies, local associa 
tions, associations belonging to the purchasing group, sales of unmanufactured pro~ 
Gucts by associations engaged in processing or manufacturing, and sales other than of 
dairy products by co-operatively owned or controlled creameries and cheese factories. 
Table 4 shows the amount of sales by provinces. In this table, sales by central | 
agencies have been allocated to the different provinces according to point at which 
they were made. These figures, therefore, must not be taken as representing the exac’ 
volume of business for each province, as in a number of instances the products of an 
association were marketed through a central agency having its sales office in another 
province, and, for this reason, some provinces have been credited with more co~opera= 
tive activity than properly belongs to them, while the showing for others is not as 
favourable as the figures, were they available, would prove. : 


Table 4. 


Value of Products Marketed Co-Operatively, by Provinces, 1930 
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$ 
Prince Edward Isiand .scoscsscecesss 2,622,054 
BOWS WOOLLE Bb on sale dso 65.4 Owelb bbe eHace 1,702,858 
New Brunswick secoccnccccecscncscene 654,823 
A ea ae ere ek ee aye a er ge 10,998 ,581 
oN gee ee eee eee LCE ee URIS eee Oe 19,984,420 
Manitoba csccocccceccrs0cebevoscesoce 182,117 ,677 
Saskatchewan .occcccececc ccc ce vv0ee 2,045,341 
MIDST TS eels ooo 500 bo soe oo 8 ORO ER ONS 6,557 , 468 
British Columbia 2.2 coe0ss cb oe see's 5,497 ,e71 
Total acoecsvcvvcensecns 


231,980,493 
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A breakdown by commodities of the total sales of products by all associa- 
tions, including products other than dairy by creameries and cheese factories, and 
unmanufactured products by associations engaged in processing and manufacturing, is 
shown in Table 5. The dairy products group includes sales of butter, cheese, milk 
and cream by marketing associations only. Sales of dairy products by co-operatively 
owned or controlled creameries and cheese factories are dealt with separately in the 
manufacturing section. As previously stated, however, sales of any other products 
have been included. A number of associations handled two or more unrelated products, 
and their sales could not be placed in any one specific group» These sales have been 
grouped under the heading "Mixed Products". In the group "Other" are products not 
included in any of the groups named ~ such as seeds, feed, wood and flowers. The 
livestock group includes a small amount of slaughtered animals. 


Sales of grain, which amounted to $174,182,701, accounted for 75 per cent 
of the total sales for all groups, livestock sales, which totalled $27,096,397, 
occupying second place. 


Table 5. 
Value, by Commodities, of Products Marketed Co-Operatively, Canada, 1950 
een ne 
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¢ 
Dairy products cecoccesceseeecssvcrcs 9,844,589 
Fish and fish products ..cc20c0ee0000 301 ,864 
Fruits and vegetables ccoescccceccece 9,549,695 
Grain, including wheat and coarse 
BrAinS occcceccccezes0000 174,182,701 
oney and maple products ocooccsveses 1,485,495 
Livestock soeccocceercceseseons2e0e% 27 096,597 
Mixed products .sccccccecccescer2000 | 188,715 
Poultry and eggS ccovocccesecceneveces aati bee 
TODACGO cecocovrvcerdcescoerovsvearooe | ns Ged 
Wool and furs covcacvavsv0v0000e9000 1,715,956 
Other occoocoscvceccccvc cae vos00e79009 519,481 
231,980,495 
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SALES BY ALL TYPES OF MARKETING ASSOCIATIONS 


As shown in Table 6, there were 214 marketing associations operating in 
1930. Sales of products by these associations amounted to $231,817,632. Ontario 
had the greatest number of associations, but Manitoba shows the largest volume of 
sales. This is partly accounted for by reason of the fact, as already explained, 
that four terminal market sales agencies were located in Manitoba. The value of 
supplies sold by marketing associations amounted to $7,897,265, of which wholesale 
sales were $2,747,099 and retail sales $5,150,164. In Table 6, co-operative mar- 
keting associations have been classified according to commodity handled. 


SALES BY CENTRAL MARKETING ASSOCIATIONS AND SALES AGENCIES 


The number of central co-operative marketing associations and sales 
agencies in Canada in 1930 was 55. Their sales of products totalled $227 ,046,134, 
er 97.9 per cent of the total sales, and of supplies #5,260,344. Of these 55 
central associations, 27 were marketing only, the amount of their sales being 
$177, 384,159, and 28 also handled supplies, their sales of products amounting to 
$49,661,975. 


In Table 7, central co-operative marketing associations and sales 
agencies have been arranged under their respective commodity groups. Sales of 
supplies have not been included, these being dealt with elsewhere in this report. 


All but three of the central associations and agencies confined their 
marketing activities to one line of products. Practically all agrienltural pro- 
ducts were handled by these three associations, as well as fish and some canned 
goods. The fruit and vegetable group claimed the greatest number cf central as- 
sociations, 15 out of a total of 55; the daisy products group was secoud, with 
10 associations; and the poultry and egg group, witu 9 associations, tuird. The 
grain group had the largest voluie of sales. $175.643,257, and the mixed products 
group was second, with sales amounting to $29,979,238. 


VET *9P0' 182 TeLO] 


ee 


GPO°STL*T| ¢ vST*T | T 992° P62°S eee*6L6°6T| 7% 


ee 


308°086 °F - = PST 'T | T 6ST*9¢ ~ coors en og 
898° 186° cs = oa ie m oe? eT edTy 
G8T* S26 *T = ~ = - - °* UeMeO 

—yeyses 
189 °SSS °POT - - - = SJ. 162°? eqoytuey 
O07 Fie 27. 79° 622 t = = G27 ‘822 °° oTre UO 
0249 £8¢¢%g Tor‘ 20T + ced = = 828s geqgenk 
p80’ Org = - = = TO9* Ti2 eat os | 
oge “Sip T Ss s = a be SES: 2 eRe 
£08* G19 *2 000 * ogg aE = = 907° L8P ee ae 2 cae” 

$ $ $ 


‘Sores [touuny | seTes [asqumy | seTeg 
sing poe Tool | |. opovdo, — | Ss 


Fe ee 


ot eee. : a a er | rycen eee ts a ee pe 
ee > 


SBT Pel Stl: F Gee ‘osrs Tl 2 12° Ore sit | 2 o92*o9s*sz} ST si2“TZT| T LLP Cee Cleat TBYO], 

= = = = = = 26L°L0p°7}] fb Geert tient LeG"oce we eae 
oo6*2etesp? | T = = 2 = = = = = 896 ‘PLT *e* eyleqTy 
609‘*92e°T | T = = = ee = = = = 000° TE eee uemeyo 

—yeyseg 

Gor’ iog*9o | T = or Le2*ere*sszt | 2 OT9 ‘ST ac = = = °° egoy tue 

= se SLL cpr | 1 = ~ GPO’ 294 g = = C26 Shs ee" oTrequg 

= ee 912*L005 7 T - = = ~ = = eco 69s*2 ere°. Soqenh 
GPT‘ Lge E = = = = 9ge‘¢2 T = = Sot Sane maa 

= = = = = a 9SG°¢0r<t| 2 = = ee eT te 

= = = c= = oe To6* z72*T| =T = “ ge i aie rs 
__$ $ | $ | $ | 2a 
ees = Tequnyy | sates | oqurin __ S8Tesg — pequmnyy SOTRS Jequny]; SeTes Te qunyy | seTes | 28 qui 

YSOLSSATT] Ssjonpoig oTdep lee Lear SeTqeyede, =| Syonporg Ustia Tsqonporg AITeq 
pur Aauoy pue sytnay pue usta 


ene oe ee enthalen apne 
A SE I On 


O61 “SeouTAdIG pues Sdnoin My tpouiog Aq 


PTOS Sjonpotg JO en{ eA pue “SoeTousdY SeTeg pues SUOTTRTOOSSY SuT}Poytey SAT} edodg-o Teayuey 


rr I Ne 


eee 


°L STdeL 


eS Wes 


Table 8 gives employment figures of central marketing associations by 
provinces. The difference in the number of associations shown in this table and 
that in other tables in this report is accounted for by the fact that 5 associa~ 
tions did not have any paid employees. Central associations in Manitoba had the 
greatest number of employees and paid most in salaries and wages. 


Table 8. 


Central Co-Operative Marketing Associations — Number of Employees 


and Salaries and Wages Paid, 19350 


Number of 
Number of __employees _ Salaries and 
nn eer | | ages Paid 
F 

Prince Edward Island .... 5 58,749 
Nova SCOtLa ceoocceccvees 5 41,566 
New Brunswick ..ccceccoes 5 24,c028 
ATS aa ices #9, 8, #68 9 Sere 6 asl 6 ew he 
ONTETLO seoseccoesvcocere 13 526,001 
MAN T UODG 1.54 o.s.0.0..0 55.0015 o 9,5 6 1,552,156 
Saskatchewan sescoccccces 5 67 5158 
PIDOETS, we acrcscinscvinvowes o 50,296 
Beebe) COLUMDLE 265 cece shat 170,816 
TOLBAL , 6:0'c o.4: eee leis & 50 ry vol, lee 
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CO-OPERATIVE MARKETING OF DAIRY PRODUCTS 


Tables 9 and 10 include associations whose function was the marketing 
only of dairy products. Co-operatively owned or controlled creameries and cheese 
factories are not included in these tables, being dealt with separately in the 
manufacturing group. 


There were 10 associations handling dairy products exclusively, one of 
which marketed butter, one cheese, and 8 distributed milk and cream. The combined 
sales of these 10 associations amounted to $5,452,471, of which butter sales were 
$296,482, cheese sales $2,110,729, and milk and cream sales $1,045,260. The figure 
of $3,452,471 does not represent the total value of sales of dairy products by mar- 
keting associations, as dairy products were handled by central associations market~ 
ing mixed products. Sales of dairy products by all co-operative marketing associa- 
tions were $9,844,589. The sales of dairy products by co~operatively owned or con- 
trolled creameries and cheese factories totalled $22,855,718, a large percentage 
having been made through central marketing associations and sales agencies. 


Table 9 shows the number of associations marketing dairy products exclus- 
ively, by provinces. 


ey 


Table 9. 


Associations Marketing Dairy Products, by Provinces, 1950 


Milk and 
Cream 
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WUBDOG cls saalg skiete sy ese wise 5 ae 
ONCSRILG? 240% e606 ctesleuctlemdener 
Saskatchewan esceocesscececece 
ALPSY Cac ie Sreret ces eee eien ees 
British Uolumb variate «ss. a6. 
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Total 


The association marketing cheese had its sales office located in the prov- 
ince of Quebec, but handled the product of Ontario factories; similarly, the assoc— 
jation marketing butter, with sales office located in British Columbia, handled the 
product of Alberta creameries. 


In Table 10, a breakdown of the total sales of these 10 associations is 
shown. 


Table 10. 


Sales of Associations Marketing Dairy Products, Canada, 1930 


Dairy Products Sales to Members of 
_._ Supplies and Feed 


$ 
3,504 


Serie ns 


Milk and Cream 


$ 
1,045,260 


3,452,471 | 296,482 2,110,729 


The sales of the 8 milk marketing associations, which, as shown above, 
amounted to $1,045,260, were reported as made through the following channels: 
whelesalers, 2 per cent; retailers, 8 per cent; industrial consumers, 58 per cent; 
and householders, 52 per cent. 


CO-OPERATIVE MARKETING OF FISH AND FISH PRODUCTS 


Associations marketing fish and fish products exclusively numbered only 6. 
Their total sales of fish and a small quantity of cod liver oil amounted to $209,618 
Sales to members of fishermen's supplies, gasoline and oil were $28,453, Table 11 
shows the location of these 6 associations, and their sales, by provinces. 
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Associations Marketing Fish and Fish Products, and Sales, 
by_ Provinces, 1930 


sales 
Fishermen's Supplies, 
corGasotingvand Gil 


Fish and Fish 
____ Products 


fel 300 $ 
New Brunswick sceocoee 7,429 10,461 
Quebec eonooo0e 00909000 945 1,974 
Alberta ceovccsveccee eegaro 4,018 
British Columbia .... Lidseto 12,000 
TOGAL scconcs 209,618 28,4535 
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As regards channels of sale, the 6 associations reported selling to whole- 
sale houses, one of which sold also to industrial consumers and retail merchants. 


4 The figure of $209,618 does not represent the total value of sales of fish 
and fish products as some local associations marketed their products through a central 
association. The total sales by all co-operative associations amounted to $301,864. 
lo this figure should be added sales of canned fish by associations engaged in pro- 
sessing and manufacturing —- namely, $855,051 - bringing the total sales of fish, fresh 
and canned, and fish products to $1,156,915. | 


CO-OPERATIVE MARKETING OF FRUITS AND VEGETABLES 


A number of fruit and vegetable associations u.dertook only the assembling, 
grading, packing, warehousing and shipping of their products, employing the selling 
services of a central co-operative sales agency in the marketing of the products. In 
this report, such packing and shipping associations nave not been included, the sales 
having been reported by the central agencies. Where, however, an association did not 
market exclusively through the central agency, hut sola a part of its product through 
other channels, such association has been ineluded and those sales made through chan- 
nels other than the central agency taken. A number of asscciaticns handled merchan-— 
dise and supplies, purchasing either turougn a central agency or from outside sources, 
and, in order to ascertain the total value of sales of merchandise and supplies, all 
packing and shipping associativis uandling the same nave been inciruded and are shown 
separately. 
In Table 12, associations nave been classified under twe groupss (1) central 
marketing associations and sales acencies, local associations using the solling. ser- 
vices of a central agency but which did not market exclusively through the central, 
selling partly through other cuannels, local associations marketing through a central 
agency and which handled supplies for their members ~ the number of associations in 
euch case, with the value of their sales, being shown separately; (2) local indepen- 
Bent associations having no connection with any central agency, attending to the mar- 
keting of their products themselves. 
> 


Sales by tne fruit and vegetable marketing associations totalled $9,476,854 
for the two groups, Rritich Columbia aceomting for slightly more than half of this 
amount with sales of $4,848,655. No sales of fruit and vegetables were reported for 
Saskatchewan and Alberta. Central associations numbered 15, their sales totalling 
$7,860,260, 18 associations marketing through the central agencies sold products 
through other channels to the value of $706,354, of which fruit and vegetable sales 
a Beps,085.° Independent local associations numbered 45, with total sales of 


Sine 


#910,240. These figrres show that practically 83 per cent of the fruits and veget~ 
ebles marketed co-opcratively was soida through central marketing associations and 
Sales agencies, Sales of merchandise and supplies for both groups totalled $2,763,- 
Gun. Of this amount, sales by central agencies to local associations — which may be 
cCiussea as wholesale - were ¥595,500. The principal commodities sold were growers! 
supplies. fertilizer and feed. 


| 
" 
Associations Marketing Fruits and Vegetables, and Amount of Sales, 


by_ Types of Association and Provinces, 1930 
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_ Logals . Sales of 
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ket-—| chas-| dent local] Marketing|dise and 

ree (VOLS | Seo Ce bees eee are ae 
Prince Edward Island 

Ventral saSS0cl ations <fiwe.< eso § ‘a ~ ~ ~ 1,247, 9011) S374, cud 

Affiliated locals, marketing .. - 1| - - 427 6,800 

Affiliated locals, purchasing . - - rs _ - 9,974 

Independent local associations .. 5 iD | ger dl ee nl &,864 1,973) 

TODA) cee eee a aot i Rew re 995, 997 

Nova Scotia | 

Central associst! ong) s.yac.ee esi ee _ - D047 ,143 

Affiliated locals, marketing .. ~ 8 | - Leeg tO 

Affiliated locals, purchasing . ~ ~ 53 ; D599 , 869 

Independent local associations ..| = 4) Pe | ttl 568] 78995 7am 

TONGA; Mint re aire area) Sige a ae 1, 66£,683|1,528 ,987_ 


New Brunswick 


Central associations cscssesceces le ~ ~ 9,856 
Independent local associations .. ee lore | ote J Tg SES 
TODSIM Ns Hien ies aah ealub od. . _ ~ 65,170 
Quebec 
Independent local associations .. ~ to = 6,857 
Total. Griepec. i. .acee ere ab met __ 8,857 
Ontario 
Central associations mista 4:9 @iaratatete 3 = - 76¢ ,045 
Affiliated locals, marketing .. - 6] - 488,516] 53,484 
Affiliated locals, purchasing . ~ - eB ~ 6,270 
Independent local associations oa ee Thine Onn he LO SES a eae os 
TOGal ,0RLaruo. 4a ce.g oe 6 5b lhe 16 | 1,660,707] 232,397 
Manitoba 
Central associations sccceccocece L = 
Total, Manitoba ss... ak eee ere p36 Fels he 
British Columbia . ee 
Central associations Bs ale Re Cee ale fi ~ 4,407 
Affiliated locals, marketing .. ~ fs) ‘ : 
Affiliated locals, purchasing , _ = 
Independent local SSSQCTELLONS) « «:|t Sein | 24. 
pot 8 Hey rd, (oem a ain Perey ese! Tt 4,848, 635 19,844 
——__Total for Dominion .. [15 [Ie 2,476, 854/2,765, 652 
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Table 13 gives a breakdown of the total sales of the fruit and vegetable 
associations, showing sales of fruit to have been $6,659,054 and sales of vegetables 
$2,550,971. Some associations were unable to furnish a breakdown and their sales, 
which amounted to $245,580, appear under the heading "Fruits and Vegetables, no Break- 
down". Sales of products other than fruits and vegetables were $21,269. 


Table 15.. 


Sales of Fruits and Vegetables, by Provinces, 1930 


— er = . * “ a ne 
ee Ea SS a A Be see — " See 
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Anew Han nyt) Marketing. Sales Sales. of 
Fruits and Merchan- 
Vegetables, dise and 


_ Fruits | Vegetables| No Brealiown |Products 


$ 


supplies 
$ 


Prince Edward 


PYeiend...>...,\1,251,192 = 1,250,765 “ 555,997 
Nova Scotia ...|1,662,683 |1,603,167 59,516 1,328,987 
New Brunswick . 55,170 25,856 7,014 - 24,078 
Quebec scoooces 6,807 ~ 6,857 _ 12,349 
Ontario .....-. [1,660,707 |1,054,427 568,384| 37,896 232,597 
Manitoba ......| 13,610 rh 13,610 : a 
British Columbia |4,348,635 | 3,975,584 644,525| 207,684 609,844 

Total ... 19,476,054] 6,659,034)| 2,550,971| 245,580 2,765, 652) 


(1) Includes sales of preserved fruits to the amount of $88,144. 
(2) Wholesale sales, $595,500; retail sales, $2,168,152. 


The channels through which the associations sold their products were re- 
ported as follows: 
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Ghannels of Distribution 
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(1) The total number of associations reporting channels of distribution was 77. 
This total is less than the sum of the figures appearing in the two columns 
below as most associations used more than one channel of distribution. 


Sales of fruits and vegetables by associations marketing Miscu orcduets 
totalled $94,110, 69 per cent of which were made through a ceiutral association. 
This figure, added to the sales of fruits and vegetabies by fruit and vegetebie mar- 
keting associations, gives a total of ¢9,549,695 for sales of fruits and vegetabies 
by all co-operative marketing associations. in addition. sales of canned fruits and 
vegetables by co-operative cannin associations amounted to $52,603. 


asus 


CO-OPERATIVE MARKETING OF GRAIN | 

Four associations appear in the grain marketing group, their combined sale} 
totalling $173,877,878, or 75 per cent of the total sales by all co-operative market, 
ing associations. Of this amount, wheat sales were $162,835,187, and coarse grain 
sales $11,042,691. Practically 100 per cent of the sales were made through the cen-] 
tral selling agency of the wheat pools of Manitoba, Alberta, Saskatchewan and Ontari 
and through a co-operative line elevator association operating in the three prairie 
provinces, both of which handled wheat and coarse grains, the remainder being made 
through a local farmers! elevator company in Manitoba and an association of flax 
growers in Quebec. Sales offices of these organizations, with the exception of the 
one in Quebec, were located in Manitaba, the line elevator association maintaining, 
addition, an office in Alberta. 


Supplies were handled by all associations with the exception of the centra 
selling agency of the wheat pools, but two of the wheat pools, in Manitoba and 
Alberta, handled coal. Sales of merchandise totalled $1,795,767, 64 per cent of 
which was farmers' supplies ~ mainly binder twine - coal and flour making up the 
balance. 


| Table 14. 


Grain Marketing Associations and Total Sales, Canada, 1930 


* . - ‘ on arm 
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Grain Sales euree of 


ee 


Number of Ne ey ee: ert 
ee ee Aes iss |. Wheat ss |, Coarse grains | Supplies 
$ $ $ 
4 162,835,187 11,042,691 1,795,767 
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| In addition to the sales of grain by grain marketing associations, grain 
to the value of $304,823 was sold by other marketing associations, bringing the 
total sales up to $174,182,701. 


CO-OPERATIVE MARKETING OF HONEY AND MAPLE PRODUCTS 


Only 1 association marketing honey reported, it being located in Ontario, 
with sales of $443,179, and 1 association marketing maple products, located in Quebe@ 
wth sales of $1,007,216, the sales of both totalling $1,450,395. To this amount 
should be added the sales made through the central associations marketing mixed pro 
ducts, which amounted to $35,000 for both honey and maple products (a breskdown was 
not furnished), bringing the total to $1,485,595. Both associations sold their pro- 
ducts to wholesale houses, industrial consumers and retail merchants. Supplies were 
handled by the two associations, the combined sales of which were $52,971. 


The manufacturing group includes sales of maple products. These, added to 
the above figure of $1,485,395, make a total of $1,555,395. 
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CO—OPERATIVE MARKETING OF LIVESTOCK 


Sales by co-operative livestock marketing assogjationgs and sales agencies 
amounted to $14,614,836, of which $14,587,871 were livestock sales. Of this latter 
amount, sales by the central sales agency and its variowg provineial branches were 
$13,184,119. Part of these sales were made by the Saskatchewan and Alberta branches 
on their provincial markets and by the Maritime section on the St. John market, 
part sales being made by both the Saskatchewan and Alberta branches and the Maritime 
seetion, and the entire sales of the Manitoba branch through the central sales 
agency on the markets of St. Boniface, Manitoba, and Point St. Charles, Quebec. 


Of the local shipping associations selling their livestock through the 
central sales. agencies, only 6 did any selling for themselves through other channels, 
such sales amounting ‘to only $867,562, of which livestock sales were $842,895. 


There were 13 local associations which did not market through the central 
agencies but functioned as marketing agencies by doing their own selling, and 3 prov 
incial associations of cattle and swine breeders which conducted auction sales at 
their annual fairs. The combined sales of these 16 associations totalled $563,155, 
of which $560,857 were livestock sales. This brings the total sales by livestock 
marketing associations to $14,614,856, of which livestock sales were $14,587,871. 


Supplies, mainly feed, to the value of $976,116, of which $157,953 were 
wholesale sales, were handled by the Maritime. section of the central sales agency, 
by local shipping associations marketing. through the various branches of. the central 
agency, and by independent local associations. 


Table 15 shows the combined sales of the central livestock sales agencies, 
their affiliated local. shipping associations, and the iudependent livestock market- 
ing associations, by provinces. 


Table. 15. 


Central. Livestock Sales sa encies and Marketing Associations, 
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_ Number _ 


Ceutrar | Ince 2 ee Se aps 
agencies. é1 Affil-lpen= | May nOtINE Yates — ___|Sales of 
marketing | iated|dent ‘TT ather Morchandi se 
locas | Locals 


Livestock |products! & Supplies 
& a | 7 


Y 


P.E.1., N.o. and 


——_— 


N.B. ©e0c009000002960090 $41 , 504 540 , 404 900 20% , 422 
Quebec eoeo000g000o0ec000 9 2,001 , 867 2,297 3 667 Rpt ot ff 
Ss ea 208,696| 208,066 44,535 
Manitoba. o.oocsceccee 3,932,643| 5,952,643 13,994 
Saskatchewan osecoree 1,939,456 387 ,024 
Alberta 0000000000990 5,846,026 513,124 
British Columbia ....|_ 8 ig O08 se | 
| cn yom 14,587,871 976,116(*) 


(1) Branch sales office of central sales agency. 
(2) wnolocele soles, $157,955; retail sales, $618,185. 
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To the figure of $14,587,871 should be added sales of livestock by associa 
tions marketing mixed and other products, associations engaged in processing and man’ 
facturing, and co—operatively owned or controlled creameries and cheese factories, 
which amounted to $11,989,684, making a total of $26,577,555 for sales of livestock. 
In addition, there were sales of slaughtered animals amounting to $518,842. 


CO-OPERATIVE MARKETING OF MIXED PRODUCTS 


Several marketing associations handled a number of unrelated products and 
could not properly be placed in any specific commodity group; they have, therefore, 
been grouped under the heading of "Mixed Products", This group includes 4 central — 
sales agencies, with their affiliated local associations, and 15 independent local 
associations, their total sales of products amounting to $20,839,425. The combined — 
marketing sales of the central agencies totalled $19,979,288, Sales were made by co 
of their affiliated local associations through other channels and amounted to $421, 3: 
“Sales of the 15 independent local associations totalled $438 ,739. 


Supplies were handled by 3 of the central associations, their combined salt 
amounting to $1,834,766. The value of supplies sold by their local affiliates was 
$1,919,657, while the sales of the independent local associations totalled $674,059. 


Table 16 shows the number of associations in each province and amount of 
sales of both products and supplies. Central agencies, affiliated local association; 
selling partly through channels other than the central agency, and independent local 
associations are shown separately. The affiliated local associations handling suppli 
but marketing exclusively through the central agency have also been included in ordej 
to arrive at the total value of supplies sold by associations marketing mixed produci 


Table 16.. 


Associations Marketing Mixed Products, and Amount of Sales, by Provinces, 1930 
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Neyer Scotl eb aicscdeas oe ee. ~ - Ps 16,600 65,411 © 

QUEDEC secrcvccoeceresese 9 | 194 1 4,915,755" |u eager ie | 

ON GAT wties'essBsie.oica a sip Tae Be 6 15,860,044 3,076,590 © 

Mant Lobirig a.) «6 ielsceinirs Stale 1 30,911 71,749 | 

Saskatchewan ..ecceccsecc ~ ~ e 6,000 50,494 | 

Alberta: wna ces ena se sisieie - - i 360 20,452 | 
British Columbt awex sieucu ~ re Lt liS 55,070 

cen Bago Dire) Melek £5.| pa6.| 15 20,839,425 | 4,428,482 


NR eee 
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(1) Wholesale sales, $1,854,766; retail sales, $2,595,716. 


Following is a breakdown of sales by commodities: 
Table 17. 


Sales, by Commodities, of Associations Marketing Mixed Products, Canada, 1930 


A on ARR RA PO 
Se TA a RF AE TE ES ———a ee 
eemeane ered 


ee Commons ty ee ee _Value of Sales 
$ 

Dairy productS cccoccoscsscvercvccsevcccceees 6,591,585 
Fish and fish products .2..cc00e.ececxex000900 91,790 
Fruits and vegetables .222000002000000000000 89,063 
GrGil cocccsacsoosocco ce aos 009 Or omEas er o000R Rong TOL 
Honey and maple products s.ccocoecesss020000 50,000 
Livestock and slaughtered animals ...ccccsce 12,473,<90 
Poultry and CggS oeecescceccccescccse00000200 1,300,013 
Miscellaneous ecoccescccccececrca es 00000000 37 5495 
No breakdown ocoecccccecocss2029000000000000 188 , 655 

ives <5 nnn sixirtenie tepanaaoheaaieaaede pier 20,839,425 
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CO-OPERATIVE MARKETING OF POULTRY AND EGGS 


Co-operative poultry and egg marketing associations and sales agencies 
numbered 15, their total sales amounting to $5,559,245. Included in these 15 assoc— 
dations is the central sales agency of the Manitoba Co-operative Poultry Marketing 
Association, the Saskatchewan and Alberta Poultry Pools, and the B. C. Egg and 
Poultry Co-Operative Association, with sales office in Manitoba; also an Egg and 
Poultry Exchange which operated in the provinces of Nova Scotia and New Brunswick, 
and a central sales agency in Prince Edward Island. 


| Supplies to the value of $242,316 were handled by 8 of the associations. 
‘In addition, 3 poultry associations ~1 in New Brunswick and 2 in British Columbia - 
which did not market, handled supplies for their members, their combined sales 
amounting to $50,383. 


Table 18 shows the number of associations and amount of sales by “provinces. 
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ee 


ee nna: een ~ a 
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_._._. Marketing Sales _ 


Breeding 
stock and 
hatching 


|G aeons Total _Eggs | eggs i 
| + $ $ 
Prince Edward Island. 1 487 ,406 444,714 n 11,167 
New Brunswick eo000000 2. OT diy 601 187 ,98L nad + 
Ontario ee0000009090909099 6 251,167 209,074 = hey LOL 
MMEOND. “6.5 0.00 0.0.0.0 4.0 3 | 4,252,426| 727,749 | 5,524,677 “ LT, BAe 
Alberta 9009000099900 id 19,284 9,983 9,701 wer 16,80 
Sete Gothia ..-. |. 2 |, 57,509 | = | 2200) | 56 21,843 
Total osccoosee | 15 | 5,339,243] 905,757 | 4,577,547] 56,199 (242,316 
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Table 19 shows the number of associations marketing both poultry and eggs, 
and their total sales, the number marketing poultry only, eggs only, and breeding 
stock and hatching eggs. One of the 2 poultry marketing associations handled only 
turkeys and a small amount of geese. 


Table 19. 


Number of Associations Marketing both Poult and Eggs, Poultry Only, 
and Eggs. Only, and Amount of Sales, Canada, 1950 


Number of | Total Marketing 


Ass'ns. Sales 
$ 
Poultry and CggS secccreccecscceceacoce 6 5,207,788 
Poultry eeooreonvege coc#ex oe e20820009 0997970808938 866 O Cc 29, 0e1 
Eggs eeeoocovoceaeaona# 8eoo0e08 0002020809 FHH7 FH OO 6 49,969 
Breeding stock and hatching eggs »..-.- ak 96,159 
Total 2e@eoe 0820408009080 80808095 6 os) 9,559,248 


The channels through which the associations sold their products were re- 
ported as follows: 


eo ere 


Channels of Distribution Selling exclusively 


as indicated 


EN A Ran YI RO RARE ET tO aN 


WHOLGSELET Si: Beinieisic-eioielei «2 aupnelene lectieke-« e019 3 
REGALLEIS: J6/4-< sees ele © 6 6 Ceteisieees oreinimin ies 3 
Industrial . consumers -<ssne es Kees ees e 
ADETHOLLS Bis sss ce creletes seis oe oe wi ole bintviers - 
POULELYMEN \/, 24 so ee ee oe oe we ee selec eee siee tL 


(1) The total number of associations reporting channels of distribution was 13. This 
total is less than the sum of the figures appearing in the two columns below as 
most associations used more than one channel of distribution. 


To the figure of $5,359,243 should be added sales of poultry and eggs by 
associations marketing mixed and other products and by co-operatively owned or con- 
trolled creameries and cheese factories, which amounted to $1,470,568, making a 
total of $6,809,811, of which egg sales were $5,490,520, and poultry sales $1,144,— 
692, breeding stock and hatching eggs $56,159, no breakdown as to sales of poultry 
and eggs having been furnished for the balance of $118,440. 


CO-OPERATIVE MARKETING OF TOBACCO 


Only 4 associations reported marketing tobacco, their total sales amount- 
ing to $287,891. Two of these associations were located in Quebec, 1 in Ontario, 
and 1 in British Columbia. The 2 associations in Quebec accounted for 97 per cent 
of the total sales. Supplies -— fertilizer - were handled by only one association, 
in Quebec, and amounted to $17,000. The channels of sale were reported by one as- 
sociation as industrial consumers and retail merchants, by one as industrial con- 
sumers only, by one as wholesale houses, and by the fourth as householders. 


OR 


‘able 20. 


Associations Marketing Tobacco, and Amount of Sales, by Provinces, 1950 


Number he tiie oales 
Reporting __|_ Tobacco. Supplies | 
/ $ $ 
DESDAC wis 0 wsle aie's boas ein 212,818 17 ,000 


& 
Ontario eae2000098700909080 g:, 6919 acy 
British Columbia oxe0 080 i 1,154 vie 


pe ee ta em: feet ete ee 


Total eo20on0eo0dg0o0 80085 4 Ao Yoo LE 17,000 


: In addition to the above sales of tobacco, one association engaged in 


jhe manufacture of cigars reported sales to the value of $5,121. 


GO-OPERATIVE MARKETING OF WOOL AND FURS 


Sales by wool and fur marketing associations amounted to SL Holfoe, of 
ihich $1,712,045 were wool and fur sales and the balance, $19,707, livestock sales. 


Wool, the sales of which amounted to $729,644, was marketed by only one 
igsociation — a central organization with head office in Ontario and branches for 
sollecting and grading, or affiliated associations, in every province. The live- 
stock sales, $19,707, were made by the affiliated associations through outside 
shannels but the wool was marketed exclusively through the central sales agency. 
fhe affiliated associations reporting sales numbered 8, % of which were located in 
Yuebec, 1 in Saskatchewan, 3 in Alberta, and 1 in British Columbia. Of the 8 as- 
sociations, 4 were marketing and 4 purchasing. 


d Fur marketing associations numbered &, one operating in Prince Edwaid 
[sland and the other in Quebec. Their combined sales of furs amounted to $982,401. 


. Supplies were handled by the central wooi sales agency, by 4 of ius affil- 
lated associations and also by one of the fur marketing associations, the sales of 
all totalling $94,774. 


Table 21. 


Associations Marketing Wool and Furs, and Amount of Sales, Canada, 1950 


Salss of 
Supplies _ 


ee a ene remem 


Sentral wool sales agency ..o- 
8 affiliated associations of 

central wool sales agency ... 
& fur marketing associations . 


OPS ee 94,774 


% Both fur marketing associations sold to wholesale houses, one selling 
‘through auction houses in addition. : 

a 

b 
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Sales of woo? and furs by all co-operative associations totalled $1,713,989 


CO-OPERATIVE MARKETING OF OTHER PRODUCTS 


Nineteen associations handled products which do not fall within the specif 
commodity groups and they have, therefore, been grouped under the heading of "Other" 
The preduct» handled by associations in this group were seeds, feed, wood (pulpwood 
and fuet), and flowers. Their marketing sales totalled $537,269. Seed sales were 
practically one-half of the total sales, with feed ranxing second. 


Supplies were handled by 12 of the associations, the total sales of which 
amounted to $282,376. 


Table 22 shows the number of associations marketing the different products 
included in this group, and the amount of their sales. 


Pn aI 


Number of Sales 


Product Handled TAs 11s ome | Marketing Dp 


Ce ee ee Oe eR ee Se es 


$ $ 
Seeds 9e@e3qeo@#eoececosoeoecc@esonds2aee@eo8e0 As LS6,200 151,57¢ 
Feed 9O9 e9@e@eoeesonogsoeee oe eevee Goes z else 17,425 
seeds and feed (G4. < «Jessie cs sys 5 266,668 50,704 
Wood co} os ore eed OoOv G8Gvnew oOTECAeAWAeHeTaOoOBEHDA zg 45, S01 Sey Ga 
Flowers oooeoeeoeoo#eooeoee Co oe#eeseesveska ®@e At 7,866 954 
Totadlewatey wats aeteL: 19 537 ,269(2) 282,376 


(1) Included in this total are sales of products other than those specified amountin, 
to $22,401. 


The location of the 19 associations was as follows: New Brunswick, 1; 
Ontario, 5; Manitoba, 4; Saskatchewan, 1; Alberta, 2; and British Columbia, 6. 


Following is a breakdown of the total sales, by products: seeds, $300,837; 
feed, $164,416; wood, $41,749; flowers, $7,866; and other, $22,401. 


A small quantity of seed, feed and wood was sold by other marketing associi 
tions, the value of which was $4,613. 


The channels through which the associations sold their products were repor 
ed as follows: | 
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_Number of Associations 


Channels of Distribution Selling exclusively 


Lee > ee te ol) | ee 
Wholesalers ©eoeoeenanvuonogvngne DHA ee Hoe 6 ) 
Retailers eFeesneoeceso0e eH ts 900 0208000 5 e 
Industrial consumers ..ccocodoecc 3 -- 
Householders soe eccceeseeeooons se I a: 1 


(1) The total number of associations reporting channels of distribution was 19. 


BeOR a. 


total is less than the sum of the figures appearing in the two columns below 
as several associations used more than one channel of distribution. 


CO-OPERATIVE BUYING BY FARMERS' AND CONSUMERS" ORGANIZATIONS 


Co-operative buying, while an important phase of co-operative activity, 
did not nearly attain the volume of business as did co-operative marketing. The 
co-operative buying and selling of merchandise and supplies was not confined to 
agricultural organizations alone, several fishermen's associations having purchased 
their supplies co-operatively, while a number of consumers! societies bought and 
sold various commodities. Purchasing of farm supplies was done through a number of 
local organizations of farmers formed for the purpose of pooling their orders. 
Many farmers utilized existing organizations such as Farmers! Institutes and Agri- 
cultural Societies, while retail stores were operated by some farmers! associations. 
A number of marketing associations also endeavoured to look after the. needs of their 
members in this direction, by buying for them such commodities as flour, feed, fer- 
tilizer, etc., and with many of the central marketing associations and sales agencies 
the purchasing and selling of supplies - such as flour, coal, fertilizer, insecti- 
cides, packing materials, binder twine, etc. - has become a side-line, no less than 
28 of the 55 central marketing associations and sales agencies, as well as two pro- 
vincial pools, reporting having engaged in co-operative buying and distribution. 
There were, in addition, 9 central purchasing agencies, whose only function was the 
buying of supplies for distribution or resale, 5 of which sold at wholesale. 
Gonsumers! co-operative societies included retail stores handling general merchan- 
dise, flour and feed, groceries and meat (some operating a dairy or bakery in con- 
junction), also gasoline filling stations. In addition, there were students’ as- 
sociations dealing in supplies. 


Reports showing amount of sales of merchandise and supplies were received 
from central associations, from local associations which purchased entirely or 
partly through the centrals, and from local independent associations. In order to 
ayeid . duplication of sales figures, when a central association reported selling 
to i>sal associations, the sales of such central are shown separately from those of 
the locals and treated as wholesale; thus, sales are divided into two groups — <a 
those made by central associations to local associations, and those of associations 
selling at wholesale; and, (2), those of all local associations and central associa- 
tions selling at retail direct to the individual. Sales of the first group, which 
included 12 associations, amounted to $4,272,369. Of these le associations, 7 were 
marketing and 5 purchasing. o41 local associations reported buying in part or wholly 
through these centrals, with sales amounting to $4,933,772. (This amount is included 
in the sales of the second group.) Sales of the second group, which comprised 156 
marketing associations and 1,037 purchasing associations, totalled $22,441,743. 


A number of co-operative associations engaged in processing or manufactur- 
ing, and co-operatively owned or controlled creameries and cheese factories, pur- 
chased for distribution to their members or patrons a small amount of feed and 
supplies. Such sales amounted to $439,408, which, added to the sales of the secon 
group, bring the total up to $22,881,151. 


SALES OF MERCHANDISE BY CENTRaL AND LOCAL ORGANIZATIONS 


The number of organizations, both marketing and purchasing, which handled 
merchandise and supplies is shown in Table 23, with amount of sales, associations 
having been classified according to function performed - those marketing and pur- 

chasing and those purchasing only. The sales of central associations which sold to 


yee 


local associations and of wholesale associations are shown separately from. those of 
the affiliated local associations, independent local associations and central assoc- 
iations selling at retail direct to the: individual member. In order to ascertain 
the full extent of co-operative buying and selling in Canada in 1930, sales of mer— 
chandise and supplies by associations engaged in. processing and manufacturing; and 
by creameries and cheese factories, have been added. 


Table 23. 
Number of Associations, by Function, Purchasing Merchandise, 


| and Total Amount of Sales, Canada, .1930 


LR A ER 
re 7 


AVchesoeieeieae Sell- 


Wholesale Associations |~ ing‘at Retail Direct 
. and Central Associa- to the Individual 
_tions Selling to Locals | Member 
pigs | Number || Sales | Number Ju pales: 
7 $ $ 
Marketing and purchasing associa-— 
tions e®eeeocoeooeoseocnvneoevgeagongoooce ‘ie &,747,099 136 5,150,164 
Purchasing associations  s.cceese. ae. 1,525,870 | 1,037 17,291,579 
Toten oir PM b eon, “ole” ee 43272,'369 | 1,173 22,441,748 


Sales by associations engaged in processing and | ; 

manufacturing, and by co-operatively owned or 

controlled creameries and cheese factories .. 439 ,408 
MODE ae, £2,881,151 
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With the purchasing associations are included five associations which 
were organized for the purpose of providing such services as seed cleaning, thresh-~ 


ing, weighing, blacksmithing and chicken hatching. Ad the total receipts from these > 


services were so small, they have been included with thhe sales of commodities and 
supplies. 


The value of commodities and supplies sold by marketing and purchasing as-— 
sociations is shown by provinces in Table 24. As in the previous. table, the sales 
of wholesale associations and of those central associations which sold to local as~ 
sociations are shown separately. 


| 
| 
4 
| 
| 


The sales territory of four central. marketing associations covered three or 


mere provinces. Sales of these associations have been allocated to the provinces, 
according, to point of sale. 


. As before, to the amount of $22,441,743 should be added the sales of 
supplies by associations engeged in processing and manufacturing, and by creameries 


and cheese factories, making a total of $22,881,151. Ontario led in both groups in 
volume of gales. 


4 
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Table 24. 


Associations Purchasing Merchandise and Supplies, and Amount of Sales, 


<r 


a OURS ih RS I le SN NN RST NN MIRE AS RE I RAE EEN A SS SNS LE INR A le SRR A MORALS RR RRS AW ree 
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All Local Associa- 
tions and Central 
Associations Sell- 
ing Direct to the 
Individual Member 


Wholesale Associations 
and Central Associa~ 
_tions selling to Locals 


= sat Ties Sales 

& 
Prince Edward Island cosrcecvercevcee 589,755 
Nova Scotia coceoceccvccvcevessccccce D47 143 2 882,039 
New Brunswick .occosccccosseceeeccece 600 ,515 1,525,026 
QUEDEC crcrcceccecccscvvesese score nce 295,520 1,256,031 
DATEPLO scccacnccrecvsnwesdiesesceerscs 1,559,446 5,842,431 
Manitoba wecccescsovrscvovcosssevesocs 492,449 1,845,582 
Saskatchewan cccoesccceccevrvs0ecreece 586,101 3,513,856 
Alberta ceooscoccovcescecrcsoscseccsres 163,038 £452,829 
British Columbia .cocccccccverscc00cs 48 , 557 


2,734,194 


eR ee EE eee mn ee 


(85 LEER Oca ae 4,272,369 1,173 22,441,743 
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Table 25 shows the value of sales by commvdities and provinces, sales 
having been allocated to the provinces according to point of sale. The sales of | 
supplies by associations engaged in processing and manufacturing, and by creameries 
and cheese factories, have been included. ‘s 


The general group ineludes general stores and sales where it was not poss— 
ible to obtain a breakdown by commodities. In a few cases, an association failed to 
specify the kind of goods handied and such sales are also included. In the group 
designated "Other" are such commodities as are not included in the other specified 
groups, as boots and shoes, dry gocds, herdware, stumping powder, agricultursl im- 
plements, etc., also restaurants. 


Services comprised seed cleaning. threshing, chopping, weighing, trans— 
portation, chicken hatching, repair work, and a blacksmith shop, and were rendered 
by 13 assuciations, 5 of which were concerned only with the provision of these ser-~ 
vices, the other 8 being marketing and purchasing associations. 


In volume of sales by wholesale associations and central associations 
selling to local associations, sales of the flour, feed, seeds and groceries group 
were greatest, with supplies second, these two groups accounting for approximately 
59 per cent of the total wholesale sales. 
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Seven of the central purchasing associations had paid employees. These 
paid employees numbered 21, 18 of which were male and 3 female, and the total amount 
paid in salaries and wages was $29,976. 


RETAIL STORES OPERATED BY FARMERS' ASSOCIATIONS AND CONSUMERS' SOCIETIES 


Two hundred and seventy-three retail stores were operated by 254 associa- 
tions, the total sales of which amounted to $15,201,146 - approximately 66 per cent 
of the total retail sales. Ontario, with 70 stores and sales of $4,740,247, led in 
both number of stores and amount of sales. General stores numbered £04, with sales 
of $11,441,385. Table 26 shows the number of associations operating retail stores, 
the number and kind of stores, and amount of business done. In the group "Other" 
are 3 stores selling coal and wood, and 1 selling builders’ supplies. 


Table 26. 


Co-Operative Retail Stores, by Kinds of Business, 1930 


a a i 
Sa rng pn 


Number of Stores, by Kind 
Associa-— of Business 

Fill- 

Flour| Res- | ing 

of |Total Retail |Gen-|Gro-| and | taur-| sta- 


Stores|_, Sales eral|cery|feed | ants | tions |Qther 


Retail 
otores 


¢ 
Poo Gan ss. and 
N.B. cooevev eee oo eo o 2,995,906 Es re — 
Quebec aeeeeeveoeeeee y 307 ,780 x a “ss 
Ontario ecooaevdve3s 3088 4,740,247 LS 6 — 
Manitoba, Saskat-— ; 
chewan and Alberta. 4,888,780 4 x 16 


2,270,373 
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British Columbia ... 
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Two of the restaurants operated co-operative rooming houses in conjunction 
with their business. 


Two-store multiples were operated by 6 associations, three-store multiples 
by 3 associations, a four-store multiple by 1 association, and a five-store multiple 
by 1 association. 

In addition to the total retail sales of $15,201,146, who] osx16 agin os 
products by 21 of the associations amounted to 1,028,095. pesponer: rerene gee 
keted by some associations through central marketing assuviations aid sales ugencies. 
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Table e7. 
Number of Employees of Co-Operative Retail Stores, and Amount 
Paid in Salaries and Wages, 1930 
FO A Nan ae EI IEEE SP aE TE NR aT FRE TEEN = eee 


Number of 
Retail 


Salaries and 


i tai. aa. Stores Wages Paid 
$ 

Nowa: Scowla '.% css ws ou ee 177 ,648 
New Brunswick .cccecoes 47 ,084 
QUBDE Clas wv sew see we es Bier 18,572 
Oni tier Poise sae ate Five oe eo 526,757 
Manitoba cececceccccerc 06,427 
Saskatchewan -cccosecce 193,002 
BLWGT TGs ia ws icin se eists, wis, «sie 134,243 
British Columbia: ....¢. 176,849 
Total . «2. owes cas 1,130,582 


The 273 retail stores are grouped in Table 28 according to amount of annual 
sales. &9 stores reported sales of $100,000 and over, 181, or 66 per cent, falling 
in the $20,000 to $99,999 groups, the remaining 63 having reported sales of less than 
$20,000. . 


Table 28. 


Co-Operative Retail Stores by Size of Business, 1930 
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$100 ,000 $50,000] $30 ,000 $20 ,000 | $10,000 | $5,000 


$200 ,000 to to to to to 
——.--—---.._ and _ Over] $199,999] $99 ,999| $49,999 |$29,999|$19 999 |g 
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QUuebeG .cooece a 4 z 1 
OR eathse oe a aie 19 Le 9 Le 
Man., Sask., 
and Alta. se. 20 54 e4 e4 
British 
Columbia .... 6 tS: 9 4 
poker ce a a ise 


BEEF RINGS 


Ten beef rings reported - 4 in Ontario, 2 in Manitoba, and 4 in Saskatchewa 
Two hundred cattle were Slaughtered and the value of beef exchanged is estimated at 
$10,995. The average price paid per head for slaughtering was $5.00. 
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PURCHASES BY CANADIAN OFFICES OF BRITISH CO-OPERATIVE WHOLESALE SOCIETIES 


Co-Operative Wholesale Societies in Great Britain with ourchasing offices 

r buying agencies in Canada reported purchases of commodities in Canada for export 
»o the value of $6,505,051. Grain purchases amounted to $3,913,924, butter and 
theese to $1,949,450, livestock €313,498, and miscellaneous $128,179. Male employees 
wmbered 19 and female 5. 


CO-OPERATIVE ORGANIZATIONS ENGAGED IN PROCESSING AND MANUFACTURING 
MISCELLANEOUS 


A number of co-operative associations operated canning factories, bakeries, 
Flour and grist mills, etc. Table eg includes all co-operative associations engaged 
in processing or manufacturing which have not been listed elsewhere. Six associa- 
tions in the purchasing group operated bakeries, but, as this was only a small part 
of their business, their main function being that of buying and selling commodities 
and supplies, they have been included jin the purchasing group. The amount of sales 
of bakery products manufactured by these six associations is shown in a footnote to 
the Table. A small amount of canning and preserving was. done by tnaree associations, 
put, as the value of the same was 80 small a percentage of their total sales, they 
nave been classified according to their main business. The amount of sales of canned 
products by these associations is also shown in a footnote to the Table. 


Table 29. 
Co-Operative Organizations Engaged in Processing and Manufacturing, 


by. Commodity Groups, Canada, 1950 


a 


: SUN Cm Maleate : 

Canning, 

Preserving (4) 
_Batkoristt)| ond Packing! Other’ Total _ 
Number e992992009900008080090020 98 4 | rhs - 34 
Sales: | | 

Products, total cceccccces ¢ 41,173 | $ 1,349,840/G 296.389 /@ 175,989 ¢ 1,864,996 

Manufactured cocceosccere |# 41,178 y 1,349,384/$ 286,922 @ 175,5891$ 1,853,073 
Other e02000080870978 0809099900 | = | ¢ 456|¢ 11,467 — 1% 411,838 

Merchandise and supplies . a 22,841 $ 43,566|% 55,749 - 4 102,156 
Employees: | | | | 

Male .2.ccccoeercceccc0ues | dome. 251! 3Q 28 | 586 

eS ee a eres | 219 2 1 222 
Salaries and wages ».-0ccces E 10,512 | $ 148,265/$ 21,722|$ 35,1964)§ 215,470 


Ee 


(1) Bakerics.-- The % bakeries ceporving were located in the province of Quebec. In 
order to arrive at the total amount of sales of co-operative bakeries, to 
the figure of $41,178 should be added the sales of 6 bakeries operated by 
associations in tie purchasing group = vize, $110,199, making a total of 
e15t,57%. These © bakeries were located, 1 in the Maritime Provinces, 3 in 


Ontario, and 2 in Saskatchewan. 


(2) Canning, Preserving and Packing.- Of the 13 associations reporting 2 were lo- 
cated in the Maritime Provinces, 6 in Quebec, 1 in Ontario, and 4 in British 
Columbia. The products canned were fruits, vegetables, meat and fish. To 


ine fieure of $1,349,584 should be added sales of canned meat, dehydrated 


Popes ige 
fruit and jam by 3 associations in the marketing group - viz., $92,644, mak 
ing a total of $1,442,028. One canning association in Quebec also operated 
cheese factory, the particulars of which are included in the figures for 9 


creameries and cheese factories. | 


(3) Flour and Grist Mills.- The 13 flour and grist mills were located as follows: 
Maritimes, 1; Quebec, 1; Ontario, 8; Manitoba, 1; Saskatchewan, 1; and 
Alberta, 1. 

(4) Other.- Of the 5 organizations reporting, 1 was engaged in manufacturing box 
shooks, 1 in manufacturing brooms and brushes, 1 cigars, while 1 operated a 
brickyard and another saw-mills. 2 were located in the Maritimes, 1 in 
Ontario, and 2 in British Columbia, 


Sales by bakeries and canning factories operated by associations in the me 
keting and purchasing groups were $202,843, which, added to the figure of $1,853,073 
given in Table 29, give a total of $2,055,916 for sales of manufactured products. 
Sales of products included under the heading "Other" comprised hogs and fresh fish. 


The channels through which the associations marketed their finished produc 
were reported as follows: 
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mb er) of Associations 
Selling exclusively 
34 (1) as indicated 


ATE. Ae 47 Aen sa 


Channels of Distribution 


Woe Veca ers tic. aa" is pein wis yo eae 

iO ee Gi Stacatrar en eenn te eisivis eae a ee nee 

DnduStrial Goneumerc: 00. eee lot. 

MOUSENCLICT SAGs eects st shonee dec. cae 

Central sales agency .....cscossce 

Sac Se TS Re RN da big | 

(1) The total number of associations reporting channels of distribution was 5e. Thi 

total is less than the sum of the figures appearing in the two columns below as 
number of associations used more than one channel of distribution. 
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CO-OPERATIVELY OWNED OR CONTROLLED CREAMERIES AND CHEESE FACTORIES 


In determining whether a creamery or cheese factory could be regarded as 
coming within the co-operative group, not only have establishments completely owned 
and operated by co-operative associations been included, but also those which, while 
the building and equipment, building only or equipment only, as the case might be, 
were owned by an individual (generally the butter or cheese maker), were under the e1 
tire control of the patrons, the finished product being marketed co-operatively. Witl 
most creameries and cheese factories operated under the latter plan, the sale of the 
finished product was delegated to the butter or cheese maker, who, after deducting a 
percentage to cover the expense of operation and a service charge, distributed the 
proceeds to the patrons on the basis of patronage. Central sales agencies marketing 
butter and cheese are included in the marketing group as they were not engaged in 
manufacturing. Creameries and cheese factories, disposing of their products through 
central marketing associations, however, are included. 


In the few cases where a creamery or cheese factory failed to report direct 
ly, the information was obtained from the Dairy Statistics Branch of the Dominion 
Bureau of Statistics. 


ee ee ee 


Employment statistics are not given as in the case of a great number of 
creameries and cheese factories, particularly in the province of Quebec, it was not poss- 
ible From the information received to arrive at the exact amount which would represent 
salaries and wages only, the figure reported under the item of salaries and wages often 
including a charge to cover cost of operation, payment being made at a rate per pound of 
product, manufactured. 


As will be seen from Table 20, 546 creameries and cheese factories were con- 
sidered as coming within the co-operative group, being either owned and operated by a 
co-operative association or under the control of the patrons. Creameries numbered aOL , 
cheese factories 224, and combined butter and cheese factories 21. Sales of dairy pro- 
ducts and a small quantity of other products totalled $25,075,247, sales of dairy pro- 
ducts alone amounting to $22,855,718. Dairymen's supplies, flour and feed, etc., were 
handled by several creameries and cheese factories, the sales of which amounted to 
€337,252. Quebec had the greatest number of both creameries and cheese factories, a 
total of 298, but ranked fourth in volume of sales of dairy products - approximately 
16 per cent of the total. Ontario, with 124 factories, had the largest sales ~ approx~ 
imately 24 per cent of the total. Two--branch factories were operated by 3 associations, 
and three-branch: factories by & associations. 


In addition to the 546 creameries and cheese factories included in Table 30, 
there were 2 cream stations in Quebec, with combined sales of $50,354. 


Table 50. 


Co-Operatively Owned or Controlled Creameries and Cheese Factories, 


and Amount of Sales, by Provinces, 1950, 


ae eee apes sponte a oe neen aera: RRR ae CEE SY ee Se ra OEE = pe eS Se, SR AR SN A A EN A AS 
_asomnroeResyearmeo ates Dir Tins SIRE SG AS aT cL) acer aces aa ena ag aE TON EE Ee een a - “= 


_Number_ Reportin 
Cheese 

Gream+ fac- Com— 

| Total, | eries | tories] bined | _ 


> a tee Mets Sees 


Dairy to 
products __|patrons 


Prince Edward Island .....0.c00>00» 24 13 8 3) 414,684 93 
Nova Scotia ccocoocscvceccvece rs 0708 7 7 ~ : 526,870 17,908 
Blew Brunswick. ccoscccccactcvesssose| kk 1] Rigs ~ TLEsT OF 3,700 
BishGG.s Le aW ers ene bee pe octe swede | Bee Aecy4 105 ii 5,746, 507 25,965 
Bayle oe aiele e+ sae eGole es mom | oe 20 99 3 5,042 , 604 6,400 

Manitoba socoscscecccrcoer000009300 S) 8 1 ELO90sn 1s ~ 

Saskatchewan .20c2c0cevccccsvevv08 06 56 - - 4,502,069 ~ 
BG erie gy eter soos mass opeadee cee wel ook ae ~ 1. 1,851,417 551 

Britistr Calumblaso.csbosvanceecco,| 145 [ps 16 ~~ | 657,718 285,057 | 

Totak sovoccsvccescererv00 54g) 50] 204 rs al, 23,075,247 537 252 


| (1) This number does not agree with that reported by the Dairy Statistics Branch, owing 
to a difference in the method of classification. 


(2) Includes sales of miscellaneous products and receipts from @ cold storage plants, 
amounting to £221,529. 


In Table 31, a breakdown showing the amount of sales of each commodity is given. 
‘Butter sales, which were $15,549,957, greatly exceeded those of all other commodities in 
this group, being approximately 08 per cent. 


| Four hundred and forty-two of the 046 establishments reported the channels 
through which they marketed their products, and the percentage sold through each of the 

| various channels. The total sales of the 442 establishments reporting were $17,201,329, 

' or 75 per cent of the total sales. In many cases, the amounts furnished were only es~ 

Reiatsd; therefore, the percentages which have been computed can only be regarded 

as approximate. Of the total sales of $17,201,329 by these 442 establishments, the es-~- 

| timated percentage sold to wholesale houses was 52 per cent, to retail merchants 14 per 
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